Information and communication technology (ICT) is currently the key enabler of most fields and sectors. It contributed to improving the field of commerce by advent, the concept of electronic commerce. The advent of e-commerce contributed to improving the commerce field by enabling customers to conduct their entire business transaction via the internet. Accordingly, e-commerce has become an indicator of the economic growth sought by countries in this digital age. One of the common forms of B2C e-commerce is online shopping in which the customer deals with a website and gets a full shopping experience online. The online shopping environment in Saudi Arabia is expected to grow as a result of the development of ICT, the spread of the Internet, the large proportion of the youth population and the rapid trend of online markets around the world, and in Saudi Arabia in particular. However, it is still immature, and the adoption of online shopping with Saudi e-shops in specific is less than expected. Therefore, this study seeks to explore the factors influencing the adoption of online shopping by females with Saudi e-shops. This study adopted a qualitative methodology, as data were collected by conducting thirty semi-structured interviews with Saudi females and analyzed through applying Thematic Analysis (TA) method using a software tool (NVivo). As a result, the study reported thirteen factors influencing Saudi females to adopt online shopping with Saudi eshops. Those factors were classified under six main themes: products-related factors, logistics-related factors, customer service-related factors, payment-related factors, technology-related factors, and culturerelated factors. Based on the study's findings, the researcher reported the study contributions and future research recommendations in conclusion.
INTRODUCTION
Information and Communication Technology (ICT) is the primary enabler for many sectors in the digital age. Moreover, ICT makes critical changes in all sectors, i.e., (banking, commerce, education, healthcare, manufacturing, and military). ICT has contributed to improving the field of commerce through the advent of the concept of electronic commerce. Through e-commerce, customers will able to conduct the entire business transaction via the internet. E-commerce offers more features compared to conducting the business transaction physically regarding saving time, effort, and cost. It is not just about exchanging products or services; it also about "electronically innovating, communicating, collaborating, and discovering information." [1] . E-commerce is a new model of business that, nowadays, started leading the global economy. Moreover, shifting to this business model is shown by the high numbers of sales through eshoppers around the world [2] . According to Statista, a company specialized in statistical market studies that collect quantitative data, statistics, and information to support business and academics; the leading countries ranked as the highest e-commerce retail sales worldwide between 2014-2019 are China and the United States [3] . E-commerce sales revenue of China amounts to US$ 1,568.39 billion, and for the United States, e-commerce sales revenue amounts to US$ 481.94 billion; followed by the United Kingdom, Japan, Germany, France, South Korea, Canada, Brazil, and Austria. In Asia, e-commerce has begun to compete globally. Malaysia is ranked first based on e-commerce Compound Annual Growth Rate CAGR of 23.8%, followed by India, with e-commerce CAGR of 23% [3] .
Companies invest in information technology for different reasons; for example, to increase production with low costs, to improve services provided, and to ensure the quality of products [4] . The internet as a technological medium to conduct the business transaction does not guarantee the success of online shopping. Instead, this lies in how to use these technologies to gain a sustainable competitive advantage [5] , [6] . Further, with the spread of the internet and the growing numbers of online shopping sites, some of those sites do not meet customer expectations. Measuring the success of online shopping sites do not depend solely on the number of visitors to the site. Instead, it depends on the high percentage of the actual purchase from this site. Understanding customer desires and providing full support services before, during, and after-sales is what makes the user re-visit the site and buy from the same site [6] , [7] . An online business needs to focus more on turning visitors into customers. On the other hand, the consumer's decision to adopt and use such technologies provided by companies, i.e., e-shops, depends on many factors. Knowing consumers' motivations and factors affecting their adoption of online shopping will help companies to improve their services and achieve their goals.
Although many countries compete in e-commerce globally by setting up e-shops for online shopping, some are still lagging. In Saudi Arabia, the e-commerce market size reached to US$3 billion in 2017 [8] . The Saudi's Communication and Information Technology Committee (CITC) reported that the percentage of internet users among Saudis is 93% and approximately 58.5% of the population is under 30 years [8] , [9] .
The online shopping environment in Saudi Arabia is expected to grow because of the growing number of internet users and the swift trends of online markets around the world and in Saudi Arabia in particular [10] . However, the adoption of online shopping with Saudi e-shops, in particular, is less than expected [11] , [12] . According to the studies conducted by [11] , [13] - [15] , they asserted that most of Saudis people prefer to shop online from international e-shops rather than (local) Saudi e-shops. Thus, exploring the factors that affect the adoption of online shopping with Saudi e-shops is crucial. Knowing that Saudi females represent the most online shoppers in Saudi Arabia, and thus, they have a significant role in growing and improving this activity [9] . Therefore, understanding the perception of female in specific is essential because the factors that affecting male may not apply or generalize to female. Thus, this study will highlight the perspective of female toward the adoption of online shopping.
LITERATURE REVIEW

E-commerce Overview
Many researchers have defined the concept of electronic commerce [16] - [23] . Most of them had similar definitions in meanings. Furthermore, [22] defined e-commerce as the use of telecommunications networks to conduct business transactions and create relationships with other business. This definition is similar to the definition of [23] which said: "electronic commerce exceeds the sale of goods and services, and expands to include close relationships with customers and other companies." However, we can define e-commerce as an activity that enables business and customers to execute a complete business transaction through the Internet, including activities during and after-sales.
Recently, the volume of e-commerce sales worldwide has increased. According to statistics carried out by [3] , the volume of electronic retail sales in 2018 amounted to 2.8 trillion US dollars, and it is expected to reach to 4.48 trillion US dollars by 2021. This significant increase in electronic sales explains the importance of the e-commerce sector and its impacts on the global economy. The growth and integration of information technology through the spread of smartphones and the development of electronic payment systems and delivery options has also contributed to e-commerce growth [21] , [24] .
According to [25] , there are five types of e-commerce based on the category of buyers and sellers, which classified as the following:

Business to Business (B2B): This type includes the commercial exchange between two companies over the website of one of those two companies or through an intermediary website that offers the products and goods of one company to sold by other companies.
Business to Customer (B2C): This is a most common type of e-commerce, whereas the company offers its products and goods over usually its website, or through other companies' websites which offer the service of supply and demand to their consumers. E-commerce offers several benefits to the business; it constitutes to reducing the cost of hiring physical stores through allowing the business to offer their products and services on an electronic website [20] , [26] . It also reduces the cost of workers who serve consumers. What is more, to avoid services differences between the multiple company branches, e-commerce allows creating a unified image of the company to its consumers by providing excellent services through the company website [27] . E-commerce allows the business to streamline their business process, control their operations, and aids business to reach a large segment of consumers [21] , [27] . In addition to that, there is no restricted time of sale, where the website operates 24 hours and seven days a week.
On the other hand, e-commerce offers several benefits to consumers as well. It provides the diversity of options between products, sellers, payment choices, the possibility of shopping at whatever time and from any place, customizations of products, and making a comparison between available products [2] , [21] , [27] , [28] .
E-commerce in Saudi Arabia
In Saudi Arabia, the Saudi government has given importance to the e-commerce sector, whereby many developments and changes have taken place to improve it. In 2007, the Saudi government approved the electronic transactions law to be the legislative base for all electronic transactions in all its applications (government, commercial, health, education, financial, and banking). Therefore, this law fulfills all the requirements of electronic transactions, whether for the government or private sector or individuals [29] . Thus, as a sequence of the evolution of ecommerce, many companies have turned to develop an electronic shop (e-shop) to reach a large segment of customers. The e-shop is an online location (website) for conducting business transactions by the buyers and sellers for products or services.
In 2016, the Ministry of Commerce and Investment (MCI), in cooperation with "Thiqha", a company for business services, launched MAROOF, a website that allows the seller to register his/her e-shop and gives the e-shop an authentication certificate to increase consumers' trust in it [30] . Through MAROOF, the seller can reach a more significant segment of customers as it gives the customers a clear picture of the e-shop products and services. Also, the customer can evaluate the e-shop and write comments about his/her shopping experience on the seller's page.
In 2018, the Saudi government approved the establishment of the Electronic Commerce Council (ECC) headed by MCI and the membership of representatives from government agencies and three representatives from the private sector [31] .
In 2019, the Saudi Council of Ministries approved the e-commerce system controlling and organizing e-commerce activities and constructing a legal framework for the e-commerce sector in Saudi Arabia [32] .
As a result of the great interest of the Saudi government toward the field of electronic commerce in Saudi Arabia, the value of e-commerce transactions between business and consumers B2C exceeded 29.7 billion SR in 2016 [15] .
Online Shopping Adoption in Saudi Arabia
Online shopping is a form of purchasing in which the customer deals with an electronic shop and conducts the business transaction online [11] . [12] defined online shopping adoption as "the process when consumers are buying a product from the website of a certain e-retailer and then he/she repeated the visit to the same site for further purchase."Recently, online shopping in Saudi Arabia has grown significantly, wherein the percentage of online shopping adopters increased from 37.3% in 2016 to 49.9% in 2018 [33] . However, the results of CITC's market survey in 2018 indicated that females accounted for the most significant percentage of online shoppers, with 51.7% of female shoppers against48.6% of male shoppers in 2018.
However, a set of multiple factors resulted in increasing the number of online shopping adopters. Moreover, online shopping is a business activity based on technology. Online shopping is considering as an integrated information system of business processes, technology, and individuals (traders, consumers, and other parties involved). Therefore, the study of this activity requires knowledge and awareness of all these involved parties [34] . As individuals are the central part of this system, many previous studies have addressed the factors influncing the online shopping adoption from the consumers' perspective. Table 1 below lists some of the studies that have investigated factors influencing online shopping adoption, both globally and in Saudi Arabia. They adopted a quantitative approach using an online survey based on the integration of "Technology Acceptance Model (TAM) and Theory of Perceived Risk (TPR)." The sample was 176university students males, and females, in the U.S. They found that: "Perceived ease of use, Perceived usefulness, the Perceived risk with products/services, and Perceived risk in the context of online transaction" are the factors affecting consumers' adoption of e-commerce.
Yulihasri, Islam, and Daud (2011) [36] "Factors that Influence Customers' Buying
The intention of Shopping Online." They adopted a quantitative approach using the survey questionnaire based on "(TAM) and the theory of reasoned action (TRA)." The sample was 300 students of a higher learning institution in Penang, Malaysia.
They found that: "Compatibility, usefulness, ease of use, and security" were the most significant factors that influence students for online shopping in Malaysia.
Clemes, Gan, and Zhang(2014) [37] "An Empirical Analysis of Online Shopping Adoption in Beijing, China" They adopted a quantitative approach using an online survey. The sample was 435 respondents, males, and females, in Beijing.
They found that: "Risk, Consumer resources, The quality of service, Subjective norms, Product variety, Convenience, and Website factors" are all factors affecting consumers' adoption of online shopping in China.
Thang, Thi, and Huong (2017) [38] "Factors Influencing Online Shopping Intention: An Extension of The Technology Acceptance Model" They adopted a quantitative approach using an online survey based on "the extended TAM." The sample was 423 male and female respondents in Vietnam.
They found that: "Perceived usefulness, Perceived ease of use, and Trust" had a positive impact on consumers' online shopping intention. However, Perceived risk negatively impact consumers' online shopping intention.
Al-Maghrabi and Dennis(2011) [13] "What drives consumers' Continues Intention to Eshopping." They adopted a quantitative approach using an online survey based on the integration of "revised TAM and Expectation Confirmation Theory (ECT)." The sample was 465 male and female respondents In Saudi Arabia.
They found that: "Perceived usefulness, Enjoyment, Social pressure" are determinants of online shopping in Saudi Arabia.
Alsharif (2013) [2] "Investigating the Factors Affecting Online Shopping Adoption in Saudi Arabia." He adopted a quantitative approach using an online survey that adopted "a Unified Theory of Acceptance and Uses Technology (UTAUT)." The sample was 472 male and female respondents.
He found that: "Performance expectancy, Effort Expectancy, Social influence, Attitude toward online shopping, Anxiety, Self-efficiency, and facilitating conditions" are the factors that have a direct effect on online shopping intention. Khalil(2014) [39] "Factors affecting the consumer's attitudes on online shopping in Saudi Arabia." She adopted a quantitative approach using an online survey. The sample was 210 of staff and students of different universities and the general public in Saudi Arabia.
She found that: "Security and Privacy" are the top concern for the purchasers and "Price, Trust, Convenience, and the recommendations" are the factors affecting consumers to shop online in Saudi Arabia.
Given the above listed studies, we noticed that most of them had used different technology acceptance models and theories, i.e., "Theory of Reasoned Action (TRA), Unified Theory of Acceptance and Use Technology (UTAUT) and Technology Acceptance Model (TAM)" [2] , [13] , [35] , [36] , [38] . Despite the high impact of the models' constructs on the user's behavior toward the adoption of technology, we believe that, with the spread of technology, consumers behavior has become changed toward the adoption of technology, i.e., online shopping. Moreover, consumers have become affected by different factors. Thus, understanding the consumer perception toward online shopping adoption without prior expectation will help us discover several factors resulted from the changed consumer behavior and obtain greater depth in that regard. Accordingly, this study seeks to fill this gap in the literature by giving the participants a free space to explain their perspective by adopting the qualitative approach.
METHODOLOGY
This study is qualitative; as it is purpose is to explore the factors influencing the adoption of online shopping by Saudi females with Saudi e-shops. Moreover, the qualitative approach is suitable for the researches that aim at exploring, investigating, or understanding the phenomenon under study [40] . Accordingly, the researcher seeks to achieve this through interaction with females, talk with them, and give them enough space to explain their perspective. Therefore, the researcher is considered a primary data collection instrument. From this, it is obvious to us that the nature of the data to be collected is qualitative. Consequently, the researcher conducted indepth semi-structured interviews with a sample of Saudi females to understand the meanings of the issue from the study participants themselves. A semi-structured interview allows the researcher to deeply understand the participants' perceptions of the phenomenon under study [40] . Accordingly, a sample of Saudi female aged from twenty years and above, who have at least two years of experience in online shopping, and shop at least once a month from multiple e-shops (Saudi and non-Saudi e-shops), was recruited in this study as they will be informative and have sufficient experience about the study subject.
Since the study sample is Saudi females, the sample was selected from the university as it is the place where the required sample can easily accessible. Further, data collection was carried out at one of the Saudi government universities in Al-Kharj city (Prince Sattam bin Abdul Aziz University) at the Faculty of Science and Humanities. Thus, we interviewed twenty Saudi females who matched the sample selection criteria and accepted voluntary participating in the current study.
Also, to reach the qualified sample on a broader range, we expanded the scope of data collection by designing an electronic questions form and shared the link on one of the social networking websites (Twitter). As a result, we received ten responses. Thus, we conducted thirty semistructured interviews with Saudi females.
For analyzing the data gathered from the interviews, we adopted a Thematic Analysis (TA) method to analyze the research responses. TA is a systematic method used to find patterns and themes within qualitative data [41] . Moreover, TA is one of the methods used in the analysis of qualitative data where the researcher categorizes the data and assigns them to specific themes or categories, then explains and interprets them to find the answer/s to the research question/s. Thus, we adopted Braun 
FINDINGS AND DISCUSSION
Based on the analysis of the interviews conducted with Saudi females, we explored thirteen factors affecting Saudi females to adopt online shopping with Saudi e-shops. We classified those factors under six main themes which were ordered based on their priority from the highest to the lowest as stated by the participants: Products-related factors; Logistics-related factors; Customer service-related factors; Payment-related factors; Technology-related factors and Culture-related factors. The following sections will present an explanation and discussion of each theme.
Factors Influencing the Adoption of Online Shopping by Saudi Females with Saudi E-Shops
Product-Related Factors
The participants were concerned about some of the product's features when they shop online. Moreover, they asserted that the most significant factor that drives them to shop online is the need for a product with specific features. This category encompassed three factors related to the product as raised by the participants: product price; product quality; and product variety.
For the product price factor, the researcher found that it attracted great interest from the participants. The high product price made most of the participants reluctant in adopting online shopping with Saudi e-shops. Indeed, consumers tend to utilize online shopping if it will offer to them features not offered in traditional shopping. One of those features, then, is the lower product prices. The consumer today has become more aware, as we noted from the study's sample, that, if she does not find the offer that fits her desires and meets her expectations, she will look for other alternatives that do. There is high competition between companies and businesses in the online shopping environment, which is becoming a challenge for companies to meet the consumers' needs and expectations. However, understanding consumer behavior is one of the most significant factors that businesses need to consider in order to increase the purchasing power from their eshops. Accordingly, companies and businesses have to understand their customers more, know their desires, motivations, and their challenges that govern the decision of purchase adoption from certain e-shops. With the recent development and proliferation of e-shops, the low product price is becoming a competitive advantage for the e-retailer. Thus, consumers' adoption behavior of online shopping is becoming selective.
Moreover, today's consumers are familiar with using technology to satisfy their needs. Therefore, other non-technological factors need to be taken into consideration when switching to technological activities. It is increasingly necessary to meet the customers' requirements from traditional shopping in an online shopping environment as a feature in attracting consumers.
The participants were also concerned about the product quality factor more when they shop online. They described the product as being of high quality if it is authentic, matches the image displayed on the e-shop and is free of any defect/damage. It can sometimes negatively affect their online shopping adoption with Saudi e-shops. As it is known, in online shopping activity, the consumer cannot check the product quality by touch or smell, so that the product quality remains a concern for most of them. As such, the issue of trust emerged from the participants' responses regarding product quality.
Moreover, some of the participants agreed that they were afraid of buying some products online. Nevertheless, they would change their decision to buy those products if a trusted e-shop offered them. Accordingly, a business needs to build trust with their consumers. Trust, therefore, will motivate consumers to overcome their concerns about product quality.
The participants were also attracted to e-shops offering a variety of products. Further, product variety is a factor that influenced the participants positively to adopt online shopping with Saudi e-shops. Interestingly, the participants who lived in a city where there were a limited number of shops offering high-quality brands were more influenced by the product variety factor to adopt online shopping. Indeed, offering a variety of products affords the consumer a wide range of options, which helps in meeting their needs. However, we can interpret this interest in product variety by the fact that females usually prefer to buy many products that fit each other, such as a dress, a bag, and shoes. Therefore, they want to find all these products in one e-shop.
Logistics-Related Factors
The participants mentioned some issues related to the logistics process in an online shopping context. Further, the logistics are "the process of planning, implementing and controlling the efficient, effective flow and storage of goods, services, and related information from the point of origin to the point of consumption to confirming the customer requirement" [42] . The participants mentioned two primary logistics-related factors: shipment prices and delivery time.
For the shipping prices factor, the participants raised the issue of high shipping prices as the factor that makes them not prefer to buy from some of the Saudi e-shops. It all depends on the shipping company that the e-shop uses. Sometimes, and for the low-cost products, the shipping is usually not free, especially for companies that set a specific spend in order to obtain for free shipping. Knowing the financial ability of the targeted consumers is useful in choosing the transport partner. The online shopper, usually, looks at the total price (the product, shipping, and delivery) and, therefore, if he/she feels that the price is high; accordingly he/she will be reluctant to buy. However, allowing the consumer to choose the appropriate shipping option by contracting with more than one shipping company is a feasible solution to resolve this issue. Accordingly, even if the product is low in price, if the shipping cost is high, it will negatively affect the consumers' purchasing decision.
For the delivery time, the participants defined it as the time taken after the shipment arrives until the customer receives it. However, most of the participants who shopped from Saudi e-shops agreed that all provided fast delivery time. As mentioned by some participants, in the case of unexpected events or if the participant needed the product in a short time, the fast delivery time becomes the first feature that drives them to shop from a specific e-shop. Thus, fast delivery time is considered as an advantage that should be exploited by the local e-shops specifically. Having product warehouses in the same region and dealing with fast shipping companies is a success factor for many local e-shops.
Customer Service-Related Factors
The participants mentioned issues related to the quality of services provided by the e-shop customer service staff to the e-shop customers. They highlighted two factors related to customer service: response time and after-sales service.
The participants defined response time as the time taken after the customer's inquiry until he/she received the response. They agreed that a quick response from the customer service employee to their inquiries made them comfortable and increased their trust in the e-shop. On the other hand, they also mentioned their interest in the quality of services provided. The reason behind consumers' interest in this factor may be due to the current lifestyle, as the speed factor has become a necessity for doing many activities. Further, no one prefers to wait, especially with the availability of many alternative options and services offered by competitors. We note that a quick response gives the customer a sense of comfort and safety. However, quick response time is not only what the participants care about, but also the quality of the service provided is essential.
Also, the after-sales services -a support service offered after fulfillment of the order -provided by the customer service staff significantly influenced the participants. Mainly, after-sales services include assurance, upgrade, repair and maintenance service, training on the use of the product, money-back guarantees, or replacement in the event of product damage or defects. Based on the participants' statements about this factor, superior after-sales service creates a sense of comfort, satisfaction toward the e-shop, and makes them feel that their inquiries are being given the company's attention and care. The after-sales service is perhaps much more important than the sale itself because it drives the customer to repeat the purchase from the same e-shop. Conversely, if the after-sales service provided by the e-shop is below the level that the customer is looking for, he/she may decide not to repeat the purchase from that e-shop.
Payment-Related Factors
The participants were concerned about the available payment options when they shop online. Moreover, they mentioned some payment options that motivate them to shop from Saudi e-shops. These preferred payment options are Cash On Delivery and MADA payment.
Most of the participants who preferred to shop from Saudi e-shops showed a desire to pay after they received their shipment. However, their motivation toward COD payment option was different. Some of them said that the COD option protected their rights as it ensured that their shipment had arrived. On the other hand, some of them did not have a credit card for online payment. Most of the females who did not have a credit card were those who were still university students as they did not have an independent income. However, some of the participated females justified their unwillingness to own a credit card because of their concerns about security issues, such as stealing their credit card data.
Accordingly, for those females who did not have a credit card, they showed their willingness to use their MADA debit card for online payment, as all of them had such card. Further, the Saudi Arabian Monetary Agency (SAMA) decided to allow all banks to start activating MADA bank cards (debit cards) as a payment option for online transactions on April 1 st , 2018. This decision was made to promote e-payment culture in Saudi society. Moreover, MADA cardholders can now make the payment for their online purchases from local and non-local e-shops safely without the need to extract a credit card such as Visa, MasterCard, or others. The participants, however, mentioned their successful shopping experiences using their debit card to pay online. On top of that, we could note the new consumer behavior toward technology adoption. Further, the behavior of consumers is affected by the recent technological revolution. As most activities become technology-based, i.e., shopping, consumers become more interested and willing to utilize the technological innovations that help to perform their activities.
Technology-Related Factors
The participants were interested in some technological features related to the e-shop. They mentioned two technological factors: ease of use and e-shop design/appearance.
The participants preferred e-shops which are easy to navigate and browse, and show a clear order of steps. However, all the participants who adopted online shopping with Saudi e-shops agreed that it was easy to perform. Indeed, the ease of use of the e-shop is a significant factor, as the participants differed in their choice of best platform (using an e-shop's website or an e-shop's application on Smartphones) according to the easiest one. Furthermore, the ease of access to products, the ease of browsing, navigation between pages, and the ease of order steps are the main factors that drive visitors to buy from the e-shop. Also, if the e-shop is complex to use, the visitor will leave it.
Interestingly, some of the participated females showed their interest in the e-shop design and appearance. Accordingly, if the e-shop has high-quality product images, more product descriptions, and consistent colors, it will attract them to shop from it. We can say that the e-shop design and appearance is the factor that adds aesthetics and enjoyment to consumers' online shopping experience. This aesthetic design, in turn, creates a sense of pleasure and loyalty between the consumer and that e-shop. The e-shop design, also, may reflect the seriousness and transparency of the business to their customer, if it has a section for the company history, as mentioned by some participants.
Culture-Related Factors
Culture, as defined by [43, p. 4] , is "the collective programming of the mind which distinguishes the members of one group or category of people from one another." The participating Saudi females asserted that two factors influenced them to adopt online shopping with Saudi e-shops, which were both related to Saudi culture: Saudi female transportation issues and socio-cultural context effect.
For the Saudi female transportation issues factor, we noted that, since women's driving is not yet common in Saudi Arabia, the issues related to outside activities motivated some of the female participants to adopt online shopping with Saudi e-shops. As a result, they preferred to use online services to overcome some of their transportation constraints. Interestingly, the participants living in cities where there are no malls for selling international brands considered online shopping as a necessary and excellent option to meet their needs for specific products.
The other factor that motivated some of the participants to adopt online shopping with specific Saudi e-shops was the socio-cultural context effect. Moreover, some of the participants said that the motivation that led them to buy from a particular e-shop was praise from their cousins, friends, or others. Although they had a long online shopping experience, they believed the favorable impression of their relatives about a specific e-shop to be a sign of trust, so that they trusted the e-shop more when others praised it. Accordingly, they preferred to ask their cousins and friends or search for the e-shop on social media sites before the actual buying. This perspective seems evident since Saudi society is dominated by a collectivist culture [44] . Furthermore, the members of a society dominated by a collectivist culture are influenced by the opinion of the majority; they follow the group thinking in different fields, including the adoption of technology directed by others. Therefore, understanding the culture of online shoppers is crucial as it interprets how they think and, accordingly, specifies their behavior.
CONCLUSION
As countries move toward the digital economy and take advantage of ICT's development, ecommerce will become one of the primary revenue resources. Recently, e-commerce has become an indicator of the economic growth sought by countries. However, in light of the promising opportunities enjoyed by Saudi Arabia in the development of ICT, the spread of the Internet, and the large proportion of the youth population, e-commerce in Saudi Arabia has an excellent opportunity to grow. Online shopping is one of the popular forms of B2C e-commerce, and the consumer adoption of this electronic activity is the main engine for its development. Accordingly, the purpose of this study was to explore the factors influencing the adoption of online shopping by Saudi females with Saudi e-shops. Accordingly, the study reported thirteen factors influencing Saudi females when adopting online shopping with Saudi e-shops. The factors were classified under six main themes: products-related factors, logistics-related factors, customer service-related factors, payment-related factors, technology-related factors, and culture-related factors. This study's findings could help to enrich the IS literature, particularly in the e-commerce field, with the essential factors influencing the adoption of online shopping by females with Saudi e-shops and how these factors were affected by the context in which the researcher studied them. Also, eshops owners could benefit from the study's findings to improve their services. The study's findings also will help the decision-makers in Saudi Arabia as they shed light on the current status of e-commerce and Saudi e-shops from the customers' perspective. As for future research, it is interesting to examine those factors in another context in other developing countries to understand the differences and similarities in cross-contexts. Also, since online shopping includes other parties (e-shops owners or business), it is valuable to conduct research that studies their perspective about the Saudi market, the challenges they face and what may limit their development.
